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Investigating How Tacit Knowledge Management Inclination and Explicit
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Christine Aliyu Makama
Jacksonville University
EXTENDED ABSTRACT
The purpose of this paper is to develop and propose a framework that illustrates the relationship that exist
between tacit knowledge management inclination, internal explicit marketing agendas and external explicit
marketing agendas. Furthermore, the paper will also show how these variables act together to enhance
business outcomes such as competitive advantage, growth and development, employee’s satisfaction, customers
retention, loyalty, and satisfaction. Similarly, the conceptual framework would demonstrate how the
assimilation between the variables extends and fill in the gap on conceptual and operational boundaries of
existing models on explicit marketing agendas and how they help organizations attain success. And standing on
the shoulders of giants, the proposed framework and associated propositions were drawn; three key
concomitant propositions are presented in this research, which are relevant to both academics and
practitioners about how tacit knowledge management inclination and explicit marketing agendas interact to
enable business achievement.
INTRODUCTION
Ferdous et al. (2013) proposed that an empirical study is needed to understand how existing internal and
external marketing programs within a firm impact business success and Zebal et al. (2019) article “An
integrated model of marketing knowledge – a tacit knowledge perspective” published by Journal of Research in
Marketing did developed and proposed an integrated model of marketing knowledge from the perspective of
tacit knowledge management by linking explicit knowledge perspective with tacit knowledge orientation of a
firm which could ultimately lead to enhanced business success. However, the authors only made propositions
that need to be further conceptualised to enable a broader understand of the relationship that exist between the
variables and to know how they impact organisational success. And based on this premise the researcher of this
paper intends to further the work the scholars have started by conceptually determining the extent at which tacit
knowledge management inclination impacts both internal and external explicit marketing agendas. Even though
internal marketing has been argued to be mainly relevant to small number of firms and its implementation has
been stated as difficult and challenging as Ahmed et al. (2003); Wieseke et al. (2009) affirm which was cited by
Ferdous et al. (2013) but notwithstanding, this paper will conceptually examine to ascertain the relationship that
exist between them, and how they all impact business performance.
BACKGROUND
The overall success of an organisation is suggested to be dependent on how successful an organisation adopts
knowledge-oriented activities. Similarly, a knowledge-focused firm is defined as one that adopts all the three
activities: tacit knowledge management (Nonaka & Takeuchi, 1995) inclination, internal and external explicit
marketing agendas (Zebal, 2019) and several studies have found significant relationship between internal
marketing and business success which has impact on both financial and non-financial performance (Rodrigues
& Pinho, 2012; Ferdous & Polonsky, 2014). Likewise empirical connections have been identified between
external marketing and business performance (Rodrigues & Pinho, 2010; Zebal & Goodwin, 2012). In addition,
Zebal (2019) suggest a unified approach in attaining business success through a holistic approach. He also
argues that enhancing knowledge management programs and inclination and aligning them with present market
structures could lead to improved business success specifically the impact on competitive advantage,
profitability, growth, employee satisfaction, customer retention and loyalty. Also, external explicit marketing

agendas have been shown to be influenced by its internal explicit marketing and tacit knowledge management
activities and inclination. Based on this premise, the following propositions would be made:
Proposition 1 (P1): Tacit knowledge management activities have direct positive effect on internal explicit
marketing activities.
Proposition 2 (P2): Tacit knowledge management activities have direct positive effect on external explicit
marketing activities.
Proposition 3 (P3): The integration of tacit knowledge management activities, internal, and external explicit
marketing activities can lead to business success.
Potential Limitation
This study would not be without limitations because it is a conceptual paper meaning further empirical study is
needed to test the propositions made and the conceptual framework created (Please refer to figure 1 below for
more details).
Potential Theoretical Contribution
A conceptual study based on literatures reviewed and conceptual framework would be used to determine the
specific activities of tacit knowledge management, internal and external explicit marketing agendas that have
impact on business success and this will fill in the gap in the existing literatures on the lack of studies that exist
in this area. Furthermore, the findings from this study would highlight the specific activities that could generate
outcomes that favour business success.
Potential Practical Implication
At the end of the research the propositions that would be made could be operationalised and implemented by
organisations to attain business success. Specifically, tacit knowledge management activities such as
Mentorship, Knowledge Exchange and establishing platforms for sharing marketing knowledge would be
examined and aligned with internal explicit marketing activities: Regular training and development,
empowering marketing employees, effective communication, involving employees in decision making, and
external explicit marketing agendas: market segmentation, new product design, target marketing, designing
innovative market mix and development of new products to conceptually show how they interact and confirm if
there is a statistically significant outcome in employees retention, commitment, satisfaction and productivity.
Likewise, new product design, market segmentation, target marketing, designing innovative product would be
analysed to ascertain if they have impact on customer satisfaction, customer retention, loyalty, growth,
profitability, and competitive advantage.
Figure 1: Conceptual Framework on Relationship between Tacit Knowledge Management, Internal Explicit
Marketing, External Explicit Marketing Agendas and their effect on Business Accomplishments.
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